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ADVERTISING 


MEDIA; THE DISCIPLINE OF ADVERTISING, Larry March 
(March, p.50). 


MUSIC IN BANK ADVERTISING, Dr. John R. Brooks, Jr. and 
William E. Semmelbeck (October, p.8). 


SELECTING AND EVALUATING YOUR ADVERTISING 
AGENCY, Robert F. Schlax (January, p.6). 


BUDGETING FOR ADVERTISING, M. Car! Sneeden 
(February, p.14). 


FACE CODE, GUIDELINES AVAILABLE TO FINANCIAL 
INDUSTRY (October, p.48). 
ADVERTISING MEDIA 


MEDIA&ADVERTISING; BANK TV COMMERCIALS ARE 
BETTER THAN EVER, Larry March (November, p.33). 


MEDIA; HOW TO GET THE MOST OUT OF YOUR BANK’S 
NEWSPAPER ADVERTISING, Larry March (February, p.19). 


MEDIA/ADVERTISING; HOW TO GET MORE OUT OF 
YOUR RADIO AND TELEVISION PRODUCTION, Larry 
March (April, p.31). 

MEDIA/ADVERTISING; WHAT YOU NEED TO KNOW 
ABOUT MAGAZINE AUDIENCE RESEARCH, Larry March 
(July, p.41). 


MUSIC IN BANK ADVERTISING, Dr. John R. Brooks, Jr. and 
William E. Semmelbeck (October, p.8). 


THE VISUAL DILEMMA, John Riggall (February, p.26). 


ADVERTISING RESEARCH 


MEDIA; HOW TO GET THE MOST OUT OF YOUR BANK’S 
NEWSPAPER ADVERTISING, Larry March (February, p.19). 


MONITOR; BANK ADVERTISING RESEARCH: HOW TO 
GET IT DONE, Richard C. Fowler (February, p.30) 


AUTOMATED CLEARING HOUSES 


SHOULD COMMERCIAL BANKING OFFICERS BE IN- 


TERESTED IN AUTOMATED CLEARING HOUSES?, Barry |. 


Deutsch (December, p.14). 


BANK IMAGE 


HOW DOES THE PUBLIC “POSITION” YOUR BANK?, 
Gordon S. Hargraves (February, p.20). 
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MARKET SEGMENTATION, Jack W. Whittle and Douglas R. 
Hanks (June, p.5). 


BANK NAME 


BANK CORPORATE NAME CHANGES, Jack E. Pollard 
(October, p.12). 


BANK SELECTION 


MONITOR; SELLING THE BANK TO CUSTOMERS, Danie! 
C. Beggs (July, p.27). 


HOW CORPORATIONS SELECT THEIR PRIMARY BANKS, 
J. A. Guagliardi (December, p.6). 


BANKING—FUTURE TRENDS 


BANK MARKETERS SPEAK UP; HOW LEADING 
MARKETERS FEEL ABOUT THE FUTURE, (January, p.22). 


PLANNING FOR COMPETITIVE GROWTH—FACTORS TO 
CONSIDER IN BANK PLANNING, James Shelton 
(April, p.17). 


BANKING SCHOOLS 


A RELEVANT LEARNING EXPERIENCE—1977 BMA 
SCHOOLS, James L. Faltinek, Ph.D. (December, p.23). 


NARROWING THE CREDIBILITY GAP IN BANK 
MARKETING, Neil M. Ford, Ph.D. (June, p.36). 


BANKING STRUCTURE AND REGULATION 


CAPITOL LETTER; THE ‘SLOW’ RACE FOR FINANCIAL 
INSTITUTION RESTRUCTURING, Carter Golembe and Philip 
Meyer (January, p.32). 


A MARKETING RESPONSE TO A WORLD WITHOUT Q, 
Thomas W. Thompson (January, p.4). 


CAPITOL LETTER; CONGRESS AND BANK HOLDING 
COMPANY STRUCTURE, Carter H. Golembe and Philip C. 
Meyer, (February, p.24). 


CAPITOL LETTER; REFORM OF BANK REGULATORY 
STRUCTURE, Carter H. Golembe and Philip C. Meyer 
(March, p.21). 


CAPITOL LETTER; CONGRESS AND THE PROHIBITION 
AGAINST INTEREST PAID ON DEMAND DEPOSITS, 
Carter H. Golembe and Philip C. Meyer (April, p.12). 


CAPITOL LETTER; CONGRESS AND CONSUMER LEAS- 
ING BY BANKS, Carter H. Golembe ahd Philip C. Meyer 
(May, p.38). 
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CAPITOL LETTER; NO MAJOR FINANCIAL REFORM THIS 
YEAR, Carter H. Golembe and Philip C. Meyer (June, p.40). 


CAPITOL LETTER; NEW CONSUMER PROTECTION 
AGENCY?, Carter H. Golembe and Philip C. Meyer 
(July, p.33). 


CAPITOL LETTER; EFTS COMMISSION AND PUBLIC 
POLICY, Carter H. Golembe and Philip C. Meyer 
(August, p.38). 


CAPITOL LETTER; VARIABLE RATE SAVINGS?, Carter H. 
Golembe and Philip C. Meyer (September, p.35). 


CAPITOL LETTER; SECURITIES ACTIVITIES OF BANKS, 
Carter H. Golembe and Philip C. Meyer (October, p.56). 


CAPITOL LETTER; CREDIT UNIONS VS. BANKS, Carter H. 
Golembe and Philip C. Meyer (November, p.36). 


CAPITOL LETTER; THE FUTURE OF DEPOSIT 
INSURANCE, Carter H. Golembe and Philip C. Meyer 
(December, p.4). 


CHECKING 


CAPITOL LETTER; CONGRESS AND THE PROHIBITION 
AGAINST INTEREST PAID ON DEMAND DEPOSITS, 
Carter H. Golembe and Philip C. Meyer (April, p.12) 


COMMUNITY BANK MARKETING 


PROMOTING TO NEWCOMERS, Jack C. Holloway 
(May, p.4). 


PROMOTING BY SPONSORING A HOME IMPROVEMENT 
SHOW,E. J. ‘‘Red’’ LaRoche (May, p.8). 


PROMOTING THE BANK OPENING, Donald J. Epifanio 
(May, p.17). 


LAUNCHING A COMMUNITY BANK, John Lockhart, Jr. 
(May, p.20). 


TRAINING AT COMMUNITY BANKS, Leroy G. Cougle, Ph.D. 
and Samuel J. Tenuto (May, p.32). 


25 COMMUNITY RELATIONS IDEAS, Pau! G. Collins 
(September, p.4) 


CONSUMERISM 


A MARKETING RESPONSE TO A WORLD WITHOUT Q, 
Thomas W. Thompson (January, p.4). 


CONSUMER LEGISLATION: MAKING IT MEANINGFUL 
FOR TODAY’S BANKING, Rep. Frank Annunzio 
(January, p.14). 


CONSUMERISM AND ITS IMPLICATION FOR BANK 
MARKETING, Barry |. Leeds (January, p.18). 


CORPORATE SERVICES 


CASH IN ON CORPORATE SAVINGS ACCOUNTS, James 
E. Turner (January, p.34) 


HUW CORPORATIONS SELECT THEIR PRIMARY BANKS, 
J. A. Guagliardi (December, p.6). 


SHOULD COMMERCIAL BANKING OFFICERS BE IN- 
TERESTED IN AUTOMATED CLEARING HOUSES?, Barry |. 
Deutsch (December, p.14). 


CREDIT UNIONS 


CAPITOL LETTER; CREDIT UNIONS VS. BANKS, Carter H. 
Golembe and Philip C. Meyer (November, p.36). 


DIRECT DEPOSITS 


NEW APPROACH TO MARKETING SSDD, Douglas F. 
Lamont, Ph.D. and Douglas K. Walker (October p.44). 


SHOULD COMMERCIAL BANKING OFFICERS BE IN- 
TERESTED IN AUTOMATED CLEARING HOUSES?, Barry |. 
Deutsch (December, p.14). 


ECONOMIC DEVELOPMENT 


THUMBS UP, FLORIDA, Golden Coin Best of Show trophy 
winner (November, p.26). 


EFTS 


MONITOR; NO BANK CAN BE COUNTED OUT OF EFT, 
Daniel C. Beggs (May, p.13). 


WHAT IS EFT?, Joyce A. Healy (August, p.4). 


MONITOR; WHERE IS THE EFTS REVOLUTION TODAY?, 
James H. Fouss (August, p.15). 


THE MARKETING CONCEPT AND EFT, William M. Randle 
(August, p.20). 


AUTOMATED TELLERS; A STATEWIDE SYSTEM, 
F. Michael Wiiliamson (August, p.28). 


FUNDS TRANSFER THROUGH P.O.S. CARD, Cecil A. 
Elmore (August, p.32). 


EFT AND SELLING THE CONSUMER, Robert A. Barker 
(August, p.36). 


CAPITOL LETTER; EFTS COMMISSION AND PUBLIC 
POLICY, Carter H. Golembe and Philip C. Meyer 
(August, p.28). 


STRATEGIES AND OBJECTIVES FOR EFTS, William O. 
Adcock, Jr., Jean H. Crooks and Anne M. Moore 
(October, p.20). 


A PROGRESS REPORT ON THE PRESIDENT’S NATIONAL 
COMMISSION ON ELECTRONIC FUND TRANSFERS, Mark 
G. Bender (December, p.11). 


SHOULD COMMERCIAL BANKING OFFICERS BE IN- 
TERESTED IN AUTOMATED CLEARING HOUSES?, Barry |. 
Deutsch (December, p.14). 


FAIRS AND EXHIBITS 


PROMOTING BY SPONSORING A HOME IMPROVEMENT 
SHOW, E. J. ‘‘Red’’ LaRoche (May, p.8). 


FINANCIAL COUNSELING SERVICES 


MONEY MANAGEMENT COUNSELING PROGRAMS AS A 
RETAIL MARKETING TOOL, Stanley Arbeit, Ph.D. and 
Anthony N. Diina (June, p.26). ———__ 
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HOLDING COMPANIES 
CAPITOL LETTER; CONGRESS AND BANK HOLDING 


COMPANY STRUCTURE, Carter H. Golembe and Philip C. 
Meyer (February, p.24). 


HOME IMPROVEMENT LOANS 


PROMOTING BY SPONSORING A HOME IMPROVEMENT 
SHOW, E. J. ‘‘Red’’ LaRoche (May, p.8). 


INTERNATIONAL BANKING 


RESEARCH IN INTERNATIONAL BANKING, Richard F. 
Langan (December, p.20). 


INVESTMENT SERVICES 


CAPITOL LETTER; SECURITIES ACTIVITIES OF BANKS, 
Carter H. Golembe and Philip C. Meyer (October, p.56). 


LEASING 


CAPITOL LETTER; CONGRESS AND CONSUMER LEAS- 
ING BY BANKS, Carter H. Golembe and Philip C. Meyer 
(May, p.38). 


MARKET RESEARCH 


MONITOR; RESEARCH EVERY BANK NEEDS, Danie! C. 
Beggs, (January, p.17). 


CUSTOMERS ARE THE PRIME SOURCE OF MARKETING 
INFORMATION, Dr. Robert W. Haas, (January, p.26). 


SELECTING A MARKETING RESEARCH FIRM, Warren L. 
Emerson (March, p.4). 


SELECTING A MARKETING RESEARCH FIRM, Roy 
Quiriconi (March, p.10). 


MONITOR; GETTING INFO ON CUSTOMER ATTITUDES, 
Daniel C. Beggs (March, p.17). 


A CONSUMER PANEL STUDY OF HOUSEHOLD BANKING 
BEHAVIOR, J. Patrick Kelly and Leonard L. Berry 
(April, p.22). 


SHARE RESEARCH—!S IT A BOOM OR A BUST?, Kelly A. 
Clowe and Laura M. Dirks, (April, p.36). 


MONITOR; DETERMINING THE TRADING AREA FOR 
RETAIL MARKETS, Foger J. Baran (June, p.30). 


MONITOR; “EASY” RESEARCH, Danie! C. Beggs 
(September, p.27) 


MONITOR; MARKETING RESEARCH, Danie! C. Beggs 
(October, p.36). 


MONITOR; ILLEGITIMATE RESEARCH, Barbara B. Bennett 
(November, p.9). 


RESEARCH IN INTERNATIONAL BANKING, Richard F. 
Langan (December, p.20). 


MONITOR; LISTENING TO WHAT CONSUMERS HAVE TO 
SAY, Raymond O. Herman (April, p.41). 
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MARKETING CONCEPT 


CITIBANK: A SUCCESSFUL MARKETING ODYSSEY, 
Carlton McNamara (September, p.28). 


THE MARKETING OF MARKETING TO MANAGEMENT, 
Robert Earle (October, p.52). 


MARKET SEGMENTATION 


MARKET SEGMENTATION, Jack W. Whittle and Douglas R. 
Hanks (June, p.5). 


TARGET MARKET: WOMEN, Carolyn Wine (June, p.14). 


TARGET MARKET: COLLEGE STUDENTS, George M. 
Dupuy, Ph.D. (June, p.20). 


TARGET MARKET: NEWCOMERS, James J. Hubbard 
(June, p.22). 


NEW BANKS 


LAUNCHING A COMMUNITY BANK, John Lockhart, Jr. 
(May, p.20). 


NEWCOMERS 


PROMOTING TO NEWCOMERS, Jack C. Holloway 
(May. p.4). 


TARGET MARKET: NEWCOMERS, James J. Hubbard 
(June, p.22). 
PRESS RELATIONS 


EXECUTIVE TRAINING TO MEET THE PRESS, Henry W. 
Schramm (September, p.18). 


PRODUCT DEVELOPMENT 


NEW SERVICE: OPERATIONAL CONSIDERATIONS, 
Stephen B. Bernthal (June, p.34). 


PLANNING 


HOW DOES THE PUBLIC “POSITION” YOUR BANK?, 
Gordon S. Hargraves (February, p.20). 


A MARKETING PLANNING GUIDE—FROM SITUATION 
ANALYSIS TO MEASUREMENT, Harshad Shad (April, p.4). 


HINDSIGHT: A PLANNING TOOL, Johnny Tarrant 
(May, p.26) 


IS STRATEGIC PLANNING A FACTOR IN BANKING 
TODAY?, George D. Woodard, Jr. (December, p.26). 


PUBLIC RELATIONS 


PUBLIC RELATIONS: TAPPING AN UNUSED RESOURCE, 
George M. Morvis (September, p.32). 


PROMOTING THE BANK OPENING, Donald J. Epifanio 
(May, p.17). 


25 COMMUNITY RELATIONS IDEAS, Pau! G. Collins 
(September, p.4). 


TAKING THE STATE’S HISTORY TO THE PEOPLE, Robert 
E. Franklin (July, p.24). 
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HOW A SPEAKER’S BUREAU CAN CHANGE AN IMAGE, 
Donald E. O'Toole (September, p.10). 


SALES PROMOTION 


SALES PROMOTION, Russell A. Sandgren and Joseph M. 


Murtha (July, p.29). 


SAVINGS PREMIUMS, C. Frederick Chariton (July, p.4). 


P. Karow (July, p.10). 


SAVINGS 


Thomas W. Thompson (January, p.4). 


(December, p.4). 


SOCIAL RESPONSIBILITY 


(September, p.22). 


APPLICANTS 


Assistant to Marketing Director 
Young, energetic individual seeking entry 
level position with a Mid-western bank or 
holding company. Experienced in all phases 
of bank advertising, solid marketing back- 
ground. B.A. in advertising, excellent 
references. Resume on request. 

BOX OCTOBER 379 


Marketing and P.R. V.P. 
With over six years of branch management 
experience and four years of marketing ex- 
perience, specializing in advertising, public 
relations, product development and 
research, this B.S. Advertising Grad is look- 
ing for an agency, holding company, or 
bank that is presently looking for a 
Marketing-P.R. Pro in the Southwestern, 
Mid-Michigan area. Applicant has an A.A.S. 
Degree as well in Marketing & Retailing, 
and is a graduate of the Graduate School of 
Bank Marketing in Madison, Wisconsin. A-1 
references and resume on request. 
BOX OCTOBER 380 


Bank Marketing 
Seasoned banker with eleven years solid 
operations, lending (all phases) and new 
products background desires position in 
bank marketing. Advertising education 


NEW SPIRIT IN THE CALENDAR GIVEAWAY, Christopher 


CAPITOL LETTER; VARIABLE RATE SAVINGS?, Carter H. 
Golembe and Philip C. Meyer (September, p.35). 


A MARKETING RESPONSE TO A WORLD WITHOUT Q, 


CAPITOL LETTER; THE FUTURE OF DEPOSIT IN- 
SURANCE, Carter H. Golembe and Philip C. Meyer 


MEASURING SOCIAL RESPONSIBILITY, Alfred E. Levin 


TRAINING 


SALES TRAINING IN BANKS, Samuel! J. Tenuto 


(February, p.32). 


TRAINING AT COMMUNITY BANKS, Leroy G. Cougle, Ph.D. 


and Samuel J. Tenuto (May, p.32). 


PERFORMANCE PROGRAMS, George W. Blomgren and 


Richard L. Kuxhausen (July, p.36). 


PREPARING TODAY’S BANKERS FOR TOMORROW, 
Jeffrey Weersing (October, p.59). 


TRUST MARKETING 


TRUST MARKETING: THE ROLE OF GRAPHIC DESIGN, 
William A. Ackley (November, p.4). 


PROSPECTING FOR PERSONAL TRUST SERVICES, 


Donna Francis (November, p.12). 


TRUST MARKETING INFORMATION, BMA Information 
Center (November, p.22). 


THE CHALLENGE IN TRUST MARKETING TODAY, Charles 
D. Ellis (November, p.38). 


1977 MARKET POTENTIAL EXPLORED’; THE CASE FOR 
IRA’S, Allan H. Hardester, Jr. (December, p.17). 


applicants 
& 


opportunities 


(B.S.) and extensive experience in advertis- 


ing. First year Bank Marketing School suc- 
cessfully completed. Willing to take 
secondary marketing position and _ will 
relocate. Resume furnished on request. 
BOX OCTOBER 381 


Marketing Public Relations 
Marketing communications, public rela- 
tions. Harvard Marketing Management Ex- 
ecutive Program grad with 10 years of pro- 
fessional communications experience. 
Seeks officer position in growth-oriented 
spirited management style bank. 

BOX NOVEMBER 383 


Assistant Director of Marketing 
Seeks challenging position as Director of 
Marketing or Assistant Director. Heavy ex- 
perience in retail banking with responsibility 
for market planning, business development, 
administration, branch development, adver- 
tising, staff sales training programs, auto- 
mated banking, research and communica- 
tion. Prefer New England area. Resume on 
request. BOX DECEMBER 385 


VP and Director of Marketing 

Mr. President—Have you recognized the 
need for an organized marketing effort in 
your bank? Do you feel that you don't have 
the time to handle marketing along with 
your other important duties? | am a results 
oriented marketing professional with 6 solid 
years of dealing with market penetration, 
identity, advertising, new product develop- 
ment, budgeting, news releases, stock 
holder reports, and more. Over 14 years of 
banking experience. Resume upon request. 
BOX DECEMBER 386 


OPPORTUNITIES 


Bank Representatives 
Aggressive Housewares Manufacturer is 
branching out into the Premium and Incen- 
tive field. Hard-working bank represen- 
tatives wanted. BOX OCTOBER 382 


Marketing Sales Representative 

A challenging position is available in a pro- 
gressive Denver, Colorado, bank for a pro- 
fessional with a minimum of two years 
experience in bank lending or bank market- 
ing. A college degree is preferred. If you 
have a proven track record in Business 
Development please apply. 

BOX NOVEMBER 384 
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